WHY CREATE CAMPAIGNS



FIRST A DEFINITION OF
WHAT A CAMPAIGN IS



Marketing campaigns

A specific, defined series of activities used in marketing a new or
changed product or service, or in using new marketing channels

and methods.




Inbound marketing campaigns

Concentrated efforts that align all of your marketing channels
around a single offer and goal.




Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

Promoters

Blog Forms Email Events
Keywords Calls-to-Action Signals Social Inbox
Social Media Landing Pages Workflows Smart Content
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Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

An inbound marketing campaign will help entice
and prospects to your offer.




Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

An inbound campaign is focused around an offer —
the entry point for a visitor to to a lead.




Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

Use inbound marketing campaigns to find the best
offers to help leads into customers.




THEN WHY USE
CAMPAIGNS



Utilize HubSpot’s software.

HubSpot has been so successful
because every inbound marketing
Ny, campaign starts with an offer.




- *M ~
your marketing channels.

Connect all of your inbound marketing pieces together. Disconnected
tools and channels makes it difficult to measure results.




HOW TO CREATE AN
INBOUND CAMPAIGN



Not all
campaigns are
created equal or
look the same.




5 STEPS TO CREATING AN
INBOUND CAMPAIGN

Define campaign details

Select or create your offer

| Convert contacts
| Promote campaign

Review & Repeat



5 STEPS TO CREATING AN
INBOUND CAMPAIGN

Define campaign details
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DEFINE CAMPAIGN DETAILS:

9 Buyer Personas









SMART GOAL SETTING
Specific
Measurable

Attainable

Relevant

QOO 60

Timely



SMART GOAL SETTING

» Attract [number] visits focused on [topic/product] by [date]

* Convert [number] leads focused on [topic/product] by [date]

* Close [number] customers focused on [topic/product] by [date]



SMART GOAL SETTING

* Attract [number] visits focused on [topic/product] by [date]

*  Convert [number] leads focused on [topic/product] by [date]

* Close [number] customers focused on [topic/product] by [date]



SMART GOAL SETTING

« Attract 5,000 visits focused on off-site business travel by 6/20/15

* Convert 500 leads focused on off-site business travel by 6/20/15

* Close 20 customers focused on off-site business travel by 6/20/15
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SMART GOAL SETTING

» Attract 5,000 visits focused on off-site business travel by 6/20/15

* Convert 500 leads focused on off-site business travel by 6/20/15

* Close 20 customers focused on off-site business travel by 6/20/15



Use the Campaigns to set your SMART goals.

Add goals and timeline

Defining goals and dates for your campaign is optional. If start or end dates are
selected, performance stats will be constrained within these dates.

Visits Start Date
5000

Contacts End Date
500 06/20/2015

Customers
20

Update




9 BUYER PERSONAS



A CAMPAIGN IS
BASED ON YOUR



Questions to ask yourself about your buyer personas

—_—

What can you help solve for your buyer personas?
What does a day in their life look like?
Where do they go for information®

What type of social media channels are they using?

or b~ w N

How does your buyer persona check email?



Add buyer personas to your campaign.

Personas, budget, and notes

Persona

Business Beth

Mon-Profit Mick

Actual budget

Revenue generated




5 STEPS TO CREATING AN
INBOUND CAMPAIGN
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Select or create your offer
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The o?er you
_select will be
‘he focus of

your campaign.

The center of your whole campaign
is an offer. It is the first conversion
point in your campaign and the
entry point a prospect to

become a lead. ‘.

FLICKR USER AGAINSTTHEBRILLIANCE




Awareness

Stage

Consideration
Stage

The Buyer’s Journey and Content

Decision
Stage

Analyst reports
Research reports
eBooks

Editorial content
Expert content
Whitepapers
Educational Content

Prospect is experiencing and
expressing symptoms of a
problem or opportunity.

-

Comparison
Whitepapers
Expert guides
Live interactions

Webcast
Podcast
Video

Prospect has now clearly
defined and given a name to
their problem or opportunity.

(]

Vendor comparison
Product comparison
Case studies

Trial download
Product Literature

Live demo

Prospect has now decided on
their solution strategy,
method, or approach.




A Publication of Fifth Season

HOW TO
EMPOWER YOUR
EMPLOYEES

THROUGH OFF-SITE TRAVEL




A Publication of Fifth Season

HOW TO
EMPOWER YOUR
EMPLOYEES

THROUGH OFF-SITE TRAVEL

AGUIDE TO TEAM BUILIMNG
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But how can someone
get your offer?

After you determine your offer,
decide on how you will get
your buyer persona to find it.



Use the Campaigns tool as a checklist.

You can use the Campaigns tool as a reminder of what you need
to covert contacts and promote your campaign.

Ad\fenture Tra\fe| @ Analyzing & Campaign Create Tracking URL  Delete campaign

# Return to all campaigns
Define Campaign Details

Define your campaign's goals, target sudience, timeframe and add any additional details.

Crverview

Edit Goals and timeline
Define what is the gosl this campaign is trying to schieve over 8 specific timeframe.
Display Opticns ¥

¥ Keywords Personas, budget, and notes
¥ Landing Pages Define who this campaign is targeting and add any other details like budget and internal notes.
¥ Emails

¥ Callsto-Action

¥ Blog Posts
¥ Socisl Messages Convert Contacts
¥ Fay-per-click Create the marketing assets that will help you convert prospects into contacts or contacts into guslified leads.

™

Other Campaigns
Workflows

™

Target keywords
Target specific keywords with your campaign, so you get found organically.

Create landing and thank-you pages
In this step you can oreste the landing and thank-you pages that will present & platform for your offer.

Promote Campaign

Define your campaign's goals, target audience, timeframe and add any additional details.

Create email
Build 8 marketing email aligned with your landing page sc you can promote the offer to your existing
contacts.

a Create a call-to-action



Use the Campaigns tool as a checklist.

You can use the Campaigns tool as a reminder of what you need
to covert contacts and promote your campaign.

Adventure Tl'a\fe| -] Analyzing & Campaign Creste Tracking URL  Delete campsaign

4~ Return to all campaigns
Define Campaign Details
Define your campsaign's goals, target audience, timeframe and add any additicnal details.

Overview
Edit Goals and timeline

Define what is the gosl this campsign is trying to achieve over a8 specifictimeframe. -
Display Options ¥

Keywords Personas, budget, and notes

4
¥ Landing Fages Define who this campsign is targeting and sdd any other detsils like budget and internal notes. N
# Emails
# Callsto Action -
¥ Blog Posts
# Social Messages Convert Contacts
# Pay-per-click Create the marketing assets that will help you convert prospects into contacts or contacts into qualified leads.
¥ Other Campaigns
¥ Wordflows
Target keywords
Target specific keywords with your campaign, so you get found ocrganically. -
Create landing and thank-you pages
In this step you can create the landing and thank-you pages that will present s platform for your offer. -
Promote Campaign
Define your campsaign's goals, target audience, timeframe and add any additicnal details.
Create email
Build & marketing email aligned with your landing page so you can promate the offer to your existing -

contacts.

/_;\ Create a call-to-action



5 STEPS TO CREATING AN
INBOUND CAMPAIGN
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To provide your offer,
_ an exchange needs to happen.

==
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Use the Campaigns tool as a checklist.

After defining your campaign details, create a way for your prospect to access your offer.

Convert Contacts

Create the marketing assets that will help you convert prospects into contacts or contacts into gualified leads.
Target keywords
Target specific keywords with your campaign, so you get found arganically.

Create landing and thank-you pages
In this step you can create the landing and thank-you pages that will present a platform for your offer.




A Publication of Fifth Season

HOW TO
EMPOWER YOUR
EMPLOYEES

Target keywords:

THROUGH OFF-SITE TRAVEL

A UUIDE TO TEAM: BUILTAMNG
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Target keywords:

Off-site travel

Team-building



A Publication of Fifth Season

HOW TO
EMPOWER YOUR |
EMPLOYEES +  Off-site travel

Team-building

Target keywords:

THROUGH OFF-SITE TRAVEL

¢ Empower your employees

-« b
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But how can someone
get your offer?

After you determine your offer,
decide on how you will get
your buyer persona to find it.



Create an inbound campaign.
After you determine your offer, decide how your buyer persona will find it.

HOW TO
EMPOWER YOUR
EMPLOYEES

THROUGH OFF-SITE TRAVEL
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Create an inbound campaign.
After you determine your offer, decide how your buyer persona will find it.
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2. CREATE THE CONVERSION PATH 1. PICK YOUR OFFER



Create an inbound campaign.
After you determine your offer, decide how your buyer persona will find it.

A Publication of Fifth Season
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2. CREATE THE CONVERSION PATH 1. PICK YOUR OFFER



5 STEPS TO CREATING AN
INBOUND CAMPAIGN
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Bring people to
your offer using
inbound marketing.




Create an inbound campaign.
After you determine your offer, decide how your buyer persona will find it.
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Fifth Season
How to Empower Your Employees Through Off-Site Travel

Here's a guide for building effective team relationships... and it begins with a day
outdoors http://hub.am/Ri0bpT H OW TO
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3. CREATE THE PROMOTION PATH 2. CREATE THE CONVERSION PATH 1. PICK YOUR OFFER



Use the Campaigns tool as a checklist.

Promote Campaign

Drive traffic to your campaign through social media messages, emails, and blog posts.
Create email
Build a marketing email aligned with your landing page so you can promote the offer to your existing contacts.
Create a call-to-action
Create a call-to-action that you can use on your blog or other site pages. It's designed to promote the offer.

Create a blog post
Feature your campaign as a blog post with a call-to-action to your marketing offer.

Create social media messages
Spread the word about this campaign through social media.

Paid campaign
Create a tracking URL to monitor PPC performance tied to this campaign.

Other sources
Create a tracking URL to monitor any other sources sending traffic and contacts to your campaign.




Create an inbound campaign.
After you determine your offer, decide how your buyer persona will find it.
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How a prospect moves through an inbound campaign.
The opposite way you will create it.

Fifth Sq Adventure shared a link
@) Fifth Season Adventure ink Fifth Season

How to Empover Your Employees Through Off-Site Travel

Here's a guide for building effective team relationships.. and it begins with a day H OW I O

outdoors http://hub.am/Ri0bpT
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Like - Comment - Share




How a prospect moves through an inbound campaign.
The opposite way you will create it.

How to Empover Your Employees Through Off-Site Travel

HOW TO
Free Guide: How to Empower Your Employees o HOW TO *v“” E MPOWER YOUR
- sy EMPLOYEES

Through Off-Site Travel = EMPLOYEES
THROUGH

nnoEa




How a prospect moves through an inbound campaign.
The opposite way you will create it.

A Publication of Fifth Season

Fifth Season e [ EMPOWER YOUR
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How to Empower Your Employees Through Off-Site Travel

g oo, HOW TO -
- st tave i the et woy 10 create  tearn EMPOWER YOUR
- buliing experience for your business, empane s EMPLOYEES %
ot 4l 1 COEC 0 K @A whie hing 8 F
Planning an adveniure vacation for a famly of peagle is dificull, we knaw 1's hard enaugh to decide what 1o have for - THNDW
Gnner - Mapping oLt your vacation <an be a nightmare in comparision. T Email+
[ ————— e ]
Tt doasnt hive to be that way. Let us help you plan your nest getaway. This next month Fifth Season Is offering free ottt rave fr team building, THROUGH OFF-SITE TRAVEL
an il Advarture T of aurtesm We't walk Iough Wt i your s bggest chatengs?
the do's and don'ts of Adverture Travel, and give you some pro-bps as well s

Commnication AGUEDE TO TEAM BULLUING

A ifyou do decioe t take your vacation with us s Fifth Season, youl gt 10% off your booking as a thank you. Click

bere 10 sign up for your e consutation nnosa
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5 STEPS TO CREATING AN
INBOUND CAMPAIGN
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Review & Repeat
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View the results of your inbound campaign.

Adventure Travel o Analyzing a Campaign Create Tracking URL  Delate campaign

. Return to all campaigns

2 /10 0/

Contacts Customers
Cwverview
Edit
Display Options ¥ q
Keywords Visits Contacts Customers

Keywords
Landing Pages

Emails — 2 1 7 2 0

Calls-to-Action in Landing pages Visits Contacts Customers
Blog Posts

Social Messages

Pay-per-click 1 0 0 0
Other Campaigns ix‘

Workflows

Email Sent Opened Visits

S N C VR VR VR VR VR VR Y

Calls-to-action CTA views CTA clicks Submissions

1 597 26 0
O

1 23 3 5.0%
Blog post Views CTA clicks CTA conversions




5 STEPS TO CREATING AN
INBOUND CAMPAIGN

Define campaign details

Select or create your offer

| Convert contacts
| Promote campaign

Review & Repeat



But remember:
Training is available for all pieces of
an inbound campaign.



CAMPAIGNS TOOL
WALKTHROUGH



